In 1974, the City of Peterborough, Ontario, implemented the same communitybased approach, which also proved to be highly successful. The program ran for more than 25 years and re-confirmed the merits of a comprehensive communitydriven strategy. In Peterborough, ParticipACTION learned the importance of having an initial catalyst (local or outside leader) to get things started. This learning directly influenced the strategies employed for the successful CrownLife ParticipACTION Challenge, Canada 125, and Trans Canada Trail programs, as well as the development of Community Animators in Ontario (discussed later in this article).
Meanwhile, Saskatoon decided to challenge Umea, a similar community in Sweden (because of the ParticipACTION ad comparing Swedes and Canadians), to three "challenge days" over three years. Later, Saskatoon challenged other Canadian cities and the highly successful CrownLife ParticipACTION Challenge was born.
From 1981 to 1993, with private sector funding, ParticipACTION annually involved over 500 cities and towns, more than 22,000 volunteer leaders, and 4 million registered participants in the CrownLife ParticipACTION Challenge. It became the biggest one-day participatory event in Canada, second only to federal elections.
In 1994, after consultation with local, provincial and national leaders, ParticipACTION developed and coordinated SummerActive, a six-week national campaign helping leaders promote physical activity within their communities. The program still exists through funding from Health Canada; provincial and territorial governments are responsible for its coordination.
Well into the 1990s, ParticipACTION developed and managed a number of additional high-profile, community-based, mass-participation initiatives on both provincial/territorial and national scales, by working in cooperation with thousands of community leaders and local organizations. It seems that history has a way of repeating itself. In its last two years of operation, ParticipACTION again partnered with the Saskatoon Health Region, the City of Saskatoon, and the University of Saskatchewan in Saskatoon. The vision of "Saskatoon in motion" is to make the Saskatoon Health Region the healthiest community in Canada through physical activity. The partners, along with a large number of community groups, are striving to get all the citizens of Saskatoon and region to include regular physical activity in their daily lives. The development and implementation of Saskatoon in motion is the key initiative involved in addressing the goals of a healthy community and will serve as a model for future provincial, national and international initiatives. 2 From the beginning, ParticipACTION understood that governments cannot successfully increase physical activity levels alone, and that voluntary leadership in a variety of forms from all segments of the community or region is required. Canadians have always generously given their time to voluntary activities of their choice. 3 What was different about ParticipACTION-headed projects was their unique ability to build community capacity by engaging volunteers from all walks of life, including the business and media communities, professionals and leaders in the community, ordinary people and elected officials. "It was not unusual to see mayors and provincial ministers personally involved in ParticipACTION activities," says Marilyn Knox, who sat on the ParticipACTION Board for over 10 years. "This raised the profile and fun of events without politicizing them."
As evidenced in the Saskatoon experience, ParticipACTION viewed communities as more than an aggregate of individu-als or a "roll up" of individual behaviour change. Hawe suggests that if we conceive of community as "a social system with capacity to work towards solutions to selfidentified problems", our intervention will aim to achieve more than this. It will seek to "harness and enhance the natural problemsolving and helping processes in the community." 4 This means that changes in community processes, networks and confidence are additional outcomes that can be expected.
Educational products and merchandising initiatives
In his article, "The Mouse Under the Microscope: Keys to ParticipACTION's Success", Lagarde refers to a key element of success identified by Kotler, Roberto and Lee 5 when he says: "educational products and merchandising initiatives complementing mass media campaigns help to move people toward action by providing needed information and reinforcement."
ParticipACTION successfully used merchandising to reinforce its message. Whether in support of an event, or to signify their affiliation with the organization and its message, Canadians from coast to coast were proud to wear a ParticipACTION T-shirt, baseball cap or sweatshirt. They wrote with ParticipACTION pens, threw ParticipACTION frisbees, and carried water bottles with the pinwheel logo. They tied up their running shoes with ParticipACTION laces, wrote in ParticipACTION notebooks, and even lit their campfires with matches bearing the pinwheel logo and a physical activity message.
ParticipACTION believed that educational resources helped move people to action by providing information on the benefits of physical activity, what to do and how to just "do it, do it, do it" (to quote a popular ParticipACTION campaign). The agency aimed to be a leading catalyst and provider of information to positively influence personal behaviour and social Physical activities take place in specific physical environments that influence the type and amount of activity. These behavioural settings provide the physical and social contexts in which behaviour occurs. 6 In the 1970s, ParticipACTION concluded that the workplace was an ideal setting for reaching a large number of adults with its fitness and health message. Over the years, a key learning for ParticipACTION that
The ParticipACTION Challenge Goes International
The ParticipACTION Challenge Day event was adopted by the TRIM and Fitness International Sport for All organization and spread to many countries around the world. It continues to this day. From an estimated 25 million participants in the first year, the program grew to a reported 50 million by year five. Canada is credited as the founder.
shaped the way it "did business … for business" was the importance of having an inside champion who would make use of the resources as part of an ongoing employee wellness campaign.
Resources targeting employees included the following: . ParticipACTION coordinated the development and production of the materials, building on its fitness and communications expertise, as well as on its well-known brand. The organization continued to develop additional resources for DND throughout the 1990s. • InformACTION was an electronic information package with ready-to-use articles and filler ads for convenient and costeffective use in workplace newsletters and other communication vehicles. Hanna says, "InformACTION was an unrealized gem. It was a model of credibility, readability and design. Unfortunately, it was ahead of its time in terms of the technologies available in the workplace." • The Quality of Life Newsletter, which was developed in partnership with Crown Life Insurance, contained healthy living information presented in a colourful, easy-to-read format, as well as interactive features such as contests and personal stories. It went to over 80,000 employees in small and medium-sized workplaces.
• ParticipACTION's Workplace Wellness
program was based on extensive consultation with frontline wellness coordinators and public health officials. The yearlong program consisted of bi-monthly themed posters, plus weekly information sheets for employees. It also featured additional information on an exclusive website, regular newsletters for program coordinators that contained program suggestions and suggestions for best practices shared by their colleagues across the country. Its strength was that it supported the efforts of corporate wellness coordinators who lacked the time and resources needed to produce quality materials of this nature on their own.
As evidenced in the examples in this article, ParticipACTION built upon the federal government's core financial support and its resulting mass media exposure to establish partnerships with private sector supporters that allowed them to get more targeted and detailed information to key audiences. The use of easy-to-read, reliable, attractive print materials, which were later expanded to include electronic communications, allowed for effective durability and replicative power. For example, follow-up surveys on the Quality of Life newsletter showed that many employees brought it home for family members to read as well.
Another important learning was how to create a "win-win" situation. By using a pragmatic business approach and finding out what the company's needs and challenges were, ParticipACTION could tailor their projects and resources to also help corporate partners meet their goals. For example, the Quality of Life newsletter gave Crown Life an opportunity to communicate with a particular segment of their customer base, while providing ParticipACTION with a cost-effective way to deliver health and active living informa-tion to over 1,000 small businesses, which typically do not have employee wellness programs like large companies do.
Enhancing leadership
Whether through community mobilization efforts or the dissemination of educational materials, empowering and supporting leaders was key to ParticipACTION's success.
In the mid-1980s, the agency developed the ParticipACTION Network as a unique opportunity to serve Canadian leaders, both formal and informal. It was described as an "organization for Canadians who have made a personal commitment to fitness whether they've been physically active for years or are just starting on fitness activity, or even if they've just recognized the importance of the fitness idea and are planning to soon make fitness part of their lives." 7 Forty-five thousand people (including 10,000 fitness leaders) enrolled as members "almost overnight". Members received a full-colour, highly illustrated, quarterly newsletter and The Official Network Goal Setter with information and goal-setting activities to help individuals get active. In addition, members of the "leaders section" received their own newsletter with practical program advice and information about best practices from peers.
Although the network proved to be wildly successful during its time, it also proved to be costly. Mark Sarner, President of Manifest Communications Inc., believes the agency was just not ready for its immediate success. Lagarde agrees, noting that this concept was 10 years ahead of its time as a print version of what would later have been a dynamic website, chat room and electronic resource centre.
ParticipACTION sought partnerships with many programming organizationsnationally, provincially and locally. This strategy was based on the conviction that there already existed a wealth of local programs and leaders. ParticipACTION's aim was to avoid duplication or competition with them, cooperating instead to support and maximize their local potential. From the perspective of the YMCA, which is a grassroots service provider in 250 commu-nities across Canada, this type of collaboration was ideal. "We know our communities and how to deliver high-quality programs," says Medhat Mahdy, Senior Vice-President of YMCA Program Development and Research, "and ParticipACTION knew how to promote events and attract private sector financial support and media exposure. Working with ParticipACTION on high-profile community initiatives like the Challenge and the launch of Vitality supported our leaders and our work at the community level."
The Healthy Active Living Program in New Brunswick is an example of a unique opportunity to support peer leaders working with older adults. In a provincial partnership with Aîné(e)s en marche-Go Ahead Seniors!, Health Alliance (Astra Pharmaceuticals), and the government of New Brunswick, ParticipACTION worked to further develop and promote a bilingual peer-led health information program for older adults throughout the province. Together, the groups developed a trainthe-trainer manual, educational resources, public service announcements focussing on the program, and promotional materials. The program is still in existence.
IN CONCLUSION
Still thinking about the 60-year-old Swede? Perhaps you are, given the impact of that PSA and other memorable ads over ParticipACTION's 30 years. But ParticipACTION also based its work on what is now known about the relationship between community mobilization activities and health communication -that community organization efforts "strengthen the impact of the messages people receive from media-based communication campaigns, and the impact of health communication by defining and framing health issues in ways the community can understand." 8 There were numerous learnings on how best to support community mobilization, educational and leadership initiatives. These include the adoption of a communitydriven approach (whether the community is a school, city, workplace or group of peer leaders) that features full community participation, shared power and decisionmaking, building on community strengths (empowerment), building networks and partnerships, and believing in the value of collective action. 9 By listening well, valuing voluntarism, respecting grassroots leaders, and providing high-quality support materials and access to media coverage, ParticipACTION earned a reputation of "doing with" rather than "doing for". By all accounts, when the mouse roared in all the different ways that it did, the community understood -and roared back.
